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The duty of every honest paper to call down fake circulations 


CALL 


£1160,000!!! 





Assemblyman Martin, on March 21, introduced a bill in the New York State Legis- 
lature providing that every proprietor of any newspaper who shall wilfully = 
resent the circulation of suc ie nen od for the purpose of securing advertisemen 


. Ln deemed guilty of a misdemean 
h the efforts of THE EXAMINER © a similar act has passed the California Legis- 
ar. yand is now a law of the State. 


San Francisco EXAMINER 


Emblazons the truth of its circulation on each Arabic 
character by a sworn statement, based on its mail lists 
and actual recorded daily sales. 


—\~ >, Circulation, not Wind > 


65,800 & 78,710 72,200 


We prove what we say, and say only what can be proven. 

















E. KATZ, EASTERN AGENT, 186 ano 187 WORLD BLDG., New YORK. 
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| “Ts there a man with soul so dead, 
. Whonever tohimself hathsaid: | 
They cover buying States?” 





Advertising 
Economy 








Fourteen hundred newspapers 
—local home papers—read, re-read 


by folks of Eastern homes. Half a 


cent a line a paper for transient | 








advertising; quarter of a cent if | 


There | 


1000 lines are engaged. 


isn't room for argument—tt'’s all fact | 


—Atlantic Coast folks buy about | 





everything, and Atlantic Coast Lists 


reach ‘em. 


PP PAL LOLS” 


ATLANTIC COAST LISTS, 134 Leonard Street, New York. 
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GROCERY ADVERTISING. 

By William F. F. Morrison. 
Advertising Manager for Thurber, Whyland 
Company. 

The entire aim of our advertising is 
to reach the retail grocers, more than 
the consumers. 

If we should advertise our Shredded 
Oats in the Recorder, say, and Mrs. 
Smith having seen it asked her grocer 
for Shredded Oats, he would if he did 
not keep them, probably say: ‘‘ We 
haven't them, but here are Leggett’s 
Oat Flakes, which I 


tion of the firm, over two years ago, it 
averaged fifty or sixty thousand dollars 
a year. Now our annual expenditure 
is about halfthissum. The American 
Grocer is our standard medium, and 
the last twelve pages of each issue is 
devoted to our price list, not alone of 
our own goods but including every- 
thing we carry. We also have a card 
in about all the other trade papers aver- 
aging three or four inches. Our 
twelve page weekly price list averages 
ten thousand copies each issue, and we 
use lots of circulars, pamphlets and 

cards. This print- 





can recommend as 
being just as good,” 
and a sale would be 
lost to us. 

On the other 
hand, when adver- 
tising is devoted to 
the retailers the re- 
sult usually is that 
the grocer buys the 
article advertised, 
and not only sup- 
plies it when called 
for, but is anxious 
to push it. 

Advertising to 
reach the consumer 
direct is all well 
enough in case of a 
concern manufac- 
turing one article, 
like Pearline, or 








ing is done in our 
own job office in 
Chambers _ street. 
Hardly a letter 
leaves our store but 
contains a circular 
descriptive of some 
food article. 

When we bring 
out a new article 
we advertise it in 
the Grocer, and at 
intervals of about 
six weeks in 40,000 
editions of our price 
list, each edition 
going into a certain 
section of the coun- 
try, so in a little 
while the country is 
covered. We then 
supplement this ad- 





having an unlimited 
amount of money 
to invest ; but it would be out of the 
question in our case. We carry four 
or five thousand articles in our differ- 
ent departments, our canned goods 
alone amounting to over 400 different 
brands, and with the hundreds of new 
brands and new articles constantly 
being placed upon the market it* is 
easily seen that to advertise them for 
the consumer would require an im- 
mense amount of money. 

Years ago we used to spend much 
more money in advertising than at pres- 
ent. Up to the time of the incorpora- 


WituiaM J. F. Morrison, 


vertising by circu- 
lars and sampling. 
We do not spare the former, and 
our 102 salesmen receive plenty 
of samples, first for their own use; 
for we want our salesmen to use 
the samples at home first and become 
personally satisfied of the quality of 
the goods. We believe in sampling as 
an adjunct to advertising, and any of 
our customers can have all the samples 
they need by sending an application. 
Food shows are good educators, but 
an investment in them is like planting 
money, and it takes a long time to reap 
the harvest. They however educate the 
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public up to a standard of better food, 
and they educate the retail grocers in 
the methods of preparing and putting 
up food articles. They also enable 
manufacturers, wholesalers and job- 
bers of the latest articles to reap re- 
sults of advertising sooner than they 
otherwise would. 

The advertising of retail grocers 
throughout the country is steadily im- 
proving ; in fact the retailer’s business, 
as far as advertising is concerned, has 
been revolutionized within the past 
five or six years, and the Dutch grocer 
of past years is getting to be a mem- 
ory. The country retailers are adver- 
tising more, using more newspaper 
space, and using it more judiciously. 
One of our customers named Taylor, 
in Ellwood, Ind., uses two columns 
each week in the local paper, and the 
Red Front Grocery in Sioux Falls, 
North Dakota, frequently has a half 
page at a time. In connection with 
newspaper advertising, tasty and at- 
tractive displays of seasonable articles 
are an important aid. Some retailers 
will try to do business by displaying 
dried fish in the spring and canned and 
dried fruits in the summer and fall. 
They seem to be unaware of the point 


of appealing to the palates of their 
customers with seasonable goods at 


seasonable times. One of our custom- 
ers once complained to me of his in- 
ability to sell a certain stock that I 
knew was good. 

‘** Where do you keep it?” I asked. 

** Under the counter.” 

“Well, get it out, brush it up, make 
an attractive display, and tack a state- 
ment and price against it.” 

He had carried that stock for two 
years, under his counter, but he acted 
on my advice, and in a month had sold 
it and sent in his order for more. 

With the variety of goods now on 
the market, and the aid wholesalers 
and manufacturers render them, retail 
grocers need not complain of dull busi- 
ness if they will use space in news- 
papers and supplement it with tasteful 
displays. 


——_<e—__—_—_ 
DR. JOHNSON AS AN ADVER- 
TISER, 


The following advertisement ap- 
red in the Gentleman's Magazine, 
Teen, 1736: 

‘** At Edial, near Litchfield, in Staf- 
fordshire, young gentlemen are boarded 
and taught the Latin and Greek lan- 
guages by Samuel Johnson,” 
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ADVERTISING OF SOUPS. 
‘By O. Biardot, 


Treas. Franco-American Food Co, 


It was in December, 1886, that we 
started business. We realized that ad- 
vertising would be necessary in order 
to achieve success, but having only the 
modest capital of $2,000, we naturally 
had to economize. 

I think our first advertising contract 
was for a quarter page in the Ameri- 
can Yachtsman (now defunct). For 
this we paid $100 for a year, but the 
untimely death of the publication pre- 
vented us from realizing the benefit of 
it. Of course, like all other advertis- 
ers, we got ‘‘stuck” more or less in 
the beginning, and it took us about a 
year to cut our eye teeth and settle 
down toa healthy campaign. 

Soon after beginning advertising 
we based our annual appropriation 
upon a certain percentage of the 
business done, and in the last four 
years we have probably invested 
$150,000. Our business during this 
time has increased many times 
over, The second year we invested 
$14,000 in advertising in the maga- 
zines and elevated roads. Most of our 
advertising has been confined to the 
magazines. We did try the daily papers 
of Chicago and Boston to the extent of 
$10,000, but finally dropped them ; not 
that newspapers are not good general 
mediums, but because the dailies go 
to a large percentage of people who do 
not use our class of goods. 

The magazines which we receive the 
best returns from are, Century, Har- 
per’s, Cosmopolitan and Scribner’s, in 
the order named. We have traced re- 
turns from those magazines, and are 
satisfied that we know of their rela- 
tive value as mediums. Harper's 
Bazar we are practically unable to 
trace returns from, yet we are satisfied 
that it is a valuable medium to us. 
We judge it circulates almost entirely 
amongst ladies who prefer to send to 
their grocer for an article rather than 
send to the manufacturer for a sample 
of it. It is also somewhat singular 
that more than half of the requests we 
receive for samples come from men, 
and not from ladies. 

‘We began with the magazines by 
using a quarter of a page, and gradu- 
ally increased our space, so that it now 
averages one page. We have used a 
good many cuts in connection with our 
advertising, but not very much matter, 
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The points we have tried to impress 
upon the readers were: ‘‘ Cleanliness 
and Quality, Ready for Use, Require 
only Warming.” We have been ad- 
vertising on the ‘‘L” stations for 
about four years and are satisfied with 
the returns. We intend to go into 
wall advertising very soon. It will 
consist of sign painting, with probably 
the addition of our trade-mark (a 
Cupid cook). 

In addition to the magazines and 
‘‘L” road advertising we have con- 
ducted exhibits in stores steadily for 
four years, being the originators of the 
plan. These exhibits consist of a 
tasty and attractive display of the 
products of our factory, and a young 
lady is in constant attendance, dispens- 
ing soups to all comers free of charge. 
It has been a profitable investment, 
but our plan has been adopted to such 
an extent by imitators that it is being 
overdone, and we will probably stop it. 

When we began business our force 
consisted of two girls and one boy, and 
our daily output was 200 cans of soup. 
Now we have 115 people in our em- 
ploy, and we put up 8,000 cans daily 
of soups, plum pudding and game 
pates. 

We are also beginning to export our 
goods to France, and in a short time 
will probably advertise in the French 
papers. We are satisfied that our 
business has been developed and built 
up to its present extent by the manu- 
facture of good goods, backed up by 
good advertising. 

Many people wonder at the high 


HK TRANCO 4 PS 
‘ Am > 


A Specimen of Mr. ‘Biardot’s Work. 
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rent which it is apparent we must pay 
for the building we now occupy. Our 
rent is high, but as the ‘‘ L” trains 
pass our establishment it is very bene- 
ficial to us from an advertising stand- 
point. In fact, we charge up a por- 
tion of our rent to our advertising ac- 
count. 


UNIQUE WORLD’S FAIR NEWS- 
PAPERS. 


Publishers of the five leading morn- 
ing papers in Chicago have made ar- 
rangements for the publication of a 
morning paper on the Exposition 
grounds during the Fair. 

Each of these papers will send stere- 
otyped pages down to the Machinery 
Hall every morning. These five pages, 
with the addition of three pages of offi- 
cial announcements and programmes 
of the day, will constitute the paper. 
It will be printed on presses furnished 
by exhibitors. 

This paper will be sold on the 
grounds, and will be an interesting 
souvenir, as well as a valuable aid to 
visitors in keeping posted on all events 
at the grounds. It will be printed 
only in English. 

The evening papers will print regu- 
lar editions in the Machinery Hall. 
They will also send stereotyped plates 
to the Exposition press rooms, and 
thus get editions out for visitors at 
least an hour earlier than theycan from 
the down-town offices. . 

The morning and evening circula- 
tion of these unique newspapers will be 
something enormous, and the enter- 
prise of the publishers will be appreci- 
ated by the visitors.— World’s Colum- 
bian Exposition Illustrated. 

——___4--- —_—_———— 

IN the druggists’ publications the J. 
C. Ayer Company announces their 
‘* creed ” as follows : 


We believe that retail druggists are the le- 
gitimate, natural and proper distributors of 
rae medicines, 

e believe that the prices fixed by the man- 
ufacturers are, asa rule, reasonable, and that 
they should be maintained by all retailers, 

We believe that department stores and all 
other blish ts where icines are sold 
at excessively low prices, merely as a bait, are 
a serious detriment to the business of regular 
druggists. : 

We decline, as we have done for years, all 
orders from dealers who voluntarily adopt the 
cut-rate system, and such will be our policy 
in the future, 

We prohibit the sale of our goods by jobbers 
to dealers who attempt to draw trade by ad- 
vertising or selling proprietary articles with- 
out a fair profit, to the injury of legitimate 


druggists. ° 
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VEHICLE ADVERTISING. 
‘By D. H. Moore, Fr. 


The carriage-making industry offers 
a peculiarly fertile field for skillful and 
profitable advertising. A carriage 
buyer is, as a rule, a man of intelli- 
gence who appreciates a bright and 
attractive ad and will give heed to 
common sense argument. 

Were I a maker of ‘‘ wheeled 
things” my business announcements 
should be designed to impress the well- 
to-do class—‘* the rich who ride in 
chaises”—who consider quality rather 
than price. Whether poor or rich, a 
man is wary of a carriage which is 
advertised with special emphasis as to 
its ‘‘ cheapness!!!” therefore, an ad 
written with this fact in mind would 
prove effective with all classes and 
conditions of buyers. Here are some 
suggested carriage ads: 


‘ 





An ugly, ricketty, ve- 
hicle disgraces the per- 
son it carries and the 
horse it follows. 

Send for our free cata- 
logue of the kind that 
don’t. 


Hub, Spoke & Felloe, Wheeling, W. Va. 











Ninety-nine out of every one hun- 
dred carriage ads contain a vehicle 
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cut. I'd leave it out—simply to be 
distinctive. 

The ad is to set the may-be buyer 
thinking of the carriage ; the elegant, 
illustrated catalogue—a perfect mirror 
of the goods that are to be sold—will 
open up the ‘* sample case.” 


HORSE MOTION 


An easy, graceful gait 
makes horseback riding pure 
enjoyment. 

A shambling, awkward 
beast is better led than rid- 
den. 


CARRIAGE MOTION 


Is much the same. One 
of our splendid vehicles 
means rest and enjoyment— 
a poor one, discomfort and 
annoyance, 

Send for catalogue; it’s 
| free and readable. 


Hub, Spoke & Felloe, Wheeling, W. Va. 














I feel safe in prophesying that an ad- 
vertising campaign carried out along 
this line would prove much more 
profitable than the same space filled 
with black, bold superlatives. 





of streets and highways. 








If your horses are harnessed to one of our splen- 
did vehicles you'll ride in comfort over the roughest 


Our new free catalogue is worth sending for. 


Address: Hub, Spoke & Felloe, Wheeling, W. Va. 


1= 4 


Bad Roads 


| 


Get the blame for many a jolt and jar which would | 
never have been felt had the carriage been built 
right and on proper springs. 








sel 

















WITH ENGLISH ADVERTISERS. 


By T. B. Russell. 
Lonpvon, March 8, 1893. 

The suggestion put forth by Mr. F. 
H. Cochrane, of the Adams & Sons 
Co., manufacturers of Tutti Frutti 
chewing gum, in PRINTERS’ INK, Feb- 
ruary 15, is naturally interesting to me, 
inasmuch as the institution he desider- 
ates is much on the lines of a proposal 
of my own (see my letter of February 
22, in Prinrers’ INK March 15). I 
should be very much interested to see 
such a thing started in London, and it 
would be worth my while, and a good 
many other people’s also, to take a 
good deal of trouble to promote that 
object. But, unfortunately, advertis- 
ing is so disorganized an art that there 
is not any very immediate prospect of 
it happening here. I hope Mr, Coch- 
rane may be more successful. By the 
time advertising men—the most intelli- 
gent commercial body existing—have 
enough energy to combine as effec- 
tively, say, as operative bricklayers or 
dock laborers, such a club as Mr. 
Cochrane mentions—a club of adver- 
tising managers—will not need any 
booming. It will boom itself, auto- 
matically, so to speak. But we need 
the intelligence to see that the greatest 
possible advantages for advertising 
men are to be gained by mutual confi- 
dence, and that no -tangible ground 
really exists for the isolation and ap- 
parent mistrust now existing. There 
is one class in the community which is 
pretty certain to hate the proposal, 
however, to the very death. It con- 
sists of bogus publishers, circulation 
liars and schemers of all dishonest 
kinds. And really, the disapproba- 
tion of this ignoble army is something 
to be proud of and to long for. But 
the new institution would do more 
than any one yet foresees in eliminating 
frauds, and I am full of hope that some 
day—say in a century or so (I am 
afraid to hope for it too soon)—our 
English advertisers will wake up to 
the fact. 
x * * * 

A prominent advertiser, Mr. C. B, 
Harness, of the Medical Battery Com- 
pany, has figured extensively—and ex- 
pensively also—in the law courts of 
late. The M. B. Co. makes what it 
calls Electropathic Belts and other ap- 
pliances for the cure of various diseases, 
and two scientific papers of widely dif- 
ferent character have for some time 
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persistently attacked the company on 
the ground that its appliances were 
not curative, and were, in fact, a fraud. 
Some time ago (I now quote from a 
newspaper report of counsel’s address 
in one of the cases) a man suffering 
from hernia called at the Medical In- 
stitute and bought an electropathic 
belt at the price of five guineas. He 
was only able to pay £2, and for the 
balance the Medical Battery Company 
brought an action in the county court. 
The case was fully investigated, and an 
eminent electrician, Mr. Gatehouse, 
gave evidence on behalf of the defen- 
dant, stating that in his opinion the 
belt was absolutely useless, with the 
result that the Medical Battery Com- 
pany had to return the £2 which they 
had induced the man to pay. In the 
following number of the Ziectrical Re- 
view appeared a full report of the 
case and an article. The article stated 
that electrical experts had for the first 


-time added their evidence to the other 


overwhelming testimony that the belts 
were worthless. This article was fol- 
lowed by others severely criticising the 
so-called specialists at the institute. 
These allusions, counsel said, would 
be thoroughly appreciated when they 
heard that one of the assistants at the 
institute had at an earlier period of his 
career been a furniture salesman, but 
was called ‘‘ the hernia specialist.” A 
medical man, employed by the Medi- 
cal Battery Company, whose ability 
was aspersed in the article, brought an 
action for libel, without success. This 
is the first disaster to the company. 

* * * * * 


The next step came from the other 
side. At the time the attacks on the 
company were appearing in the Z/ec- 
trical Review and inanother paper of a 
less important character, called Science 
Siftings, the Medical Battery Com- 
pany issued a number of circulars to 
news agents, calling attention to the 
statements in these papers, which were 
alleged to be libellous, and threatening 
with an action for disseminating libel- 
lous matter any newsvender who sold 
these periodicals, _ Whereupon, the 
Electrical Review and Science Siftings 
brought an action for damages against 
Mr. Harness and the Medical Battery 
Company, which has just ended in a 
verdict in favor of the papers for 
41,000 to-day. The company did not 
defend on the question of the value of 
the appliances, although the learned 
counsel against them produced one of 
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the belts and commented strongly upon 
it. The Lord Chief Justice in giving 
judgment said that Sir Edward Clarke, 
ex-Solicitor-General, who appeared for 
Mr. Harness’ company, had shrunk 
from an inquiry as to the value of the 
appliances, saying that he had no in- 
structions, and that the question would 
be tested in another action which his 
client had brought. The Lord Chief 
Justice should have thought, however, 
that defendant might have known that 
their appliances would be challenged. 
This is disaster number two. Alto- 
gether, electropathic belts are in rather 
a bad way just now. The case is the 
more memorable, as the parties in- 
volved are not by any means a small 
or insignificant body, but of the most 
extensive advertisers in England. 
a * * * * 

To carry an advertisement. so to 
speak, or to furnish a passport for an 
advertisement into the reader’s mind, 
one often has to advertise something 
besides one’s goods. Weather fore- 
casts and the like have often been used 
on both sides of the Atlantic in news- 
paper advertising. I have been amused 
to note lately the way in which adver- 
tising tablets in restaurants and bakers’ 
shops often contain an eleemosynary 
announcement of the stock wares of 
the establishment in addition to those 
of the advertiser who furnishes the 
tablets. The proprietors of Cadbury’s 
Cocoa have a handsome opaline window 
sign which is freely distributed to 
restaurants using this cocoa, and is 
lettered in these terms: 

TEA 


COFFEE 
| AND 
| CADBURY’S COCOA. 











The makers of Bovril (Johnson’s 
Fluid Beef is advertised by this name 
in England) have a large selection of 
similar tablets offering quite a variety 





MINERAL WATERS! 
BOVRIL! 








of other things in which they had no 
interest. The gratuitous advertising 
of these must be counted among the 
many things which have to be given 
away to shopkeepers for nothing by 
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any one who does an advertising busi- 
ness through retail dealers in England, 
and that have to be reckoned for by 
any one who contemplates such a 
trade, 

* * * * * 


‘Good morning; have you used 
Pears’ Soap?” has had many children, 
but few perhaps as strange as the fol- 
lowing rather ill-chosen announcement, 
which I cut from a highly conspicuous 
position in the Western Weekly Mer- 
cury, to adorn the more appreciative 
pages of PRINTERS’ INK : 





GOOD NIGHT! 
Ir as QueER AS You APPEAR 
TRY A COCKLE’S PILL, 








Any kind of imitation is bad ; but 
combined with taste as wretched as 
shown above, surely imitation is at its 
worst. 

* # * * * 


A new idea in the line of a news- 
paper has just been started in Vienna. 
Skilled readers at a central point speak 
through the transmitters of a telephone 
exchange to subscribers and retail all 
the news of the hour—political, local, 
commercial, sporting, etc.—in the 
same way that the Central News 
Agency in London transmits its infor- 
mation by tape. But, whereas the 
tape messages are condensed and or- 
acular, the telephone items are ex- 
panded and made interesting. The 
system, in fact, amounts to a daily 
paper read aloud for the benefit of in- 
valids and others who prefer to take 
things lying down. The subscription 
is very moderate, considering the un- 
paralleled luxury of the idea, and 
amounts to about 3s. a month. Isn’t 
it going to be someone’s business to 
read advertisements also to the sub- 
scribers? And do the latter register, I 
wonder, their tastes—the city man for 
stock exchange news, the old maid for 
the latest scandal, the man-about-town 
for ‘‘ spicy” divorce and breach of 
promise items—or does everyone have 
to put up with the whole? If this in- 
formation did not emanate from that 
highly respectable journal, the Stan- 
dard, 1 should have taken it for a joke. 
And even fathered as it is, it is hard to 
believe that all the practical and ad- 
ministrative difficulties inseparable from 
such an undertaking have been over- 
come, 
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Correspondence. 


MISREPRESENTATION © OF irra 
A MISDEMEANOR 
Tue EXAMINER, 
San Francisco, March 13, 1893. § 


Editor of Printers’ Ink: 


I enclose herewith copy of an act for the 
passage of which the Examiner has labored 
for three years, It has just been signed by 
the Governor and is now part of the law of 
California. As a — toward the correction 
of a long-standing abuse in the publishing 
business I think it will meet with your hearty 
approval, Yours very =, 

HE EXAMINER 


C. M. Pacmer, 
Business Manager. 


AN ACT 

To add a new section to the penal code, to be 
numbered 538, relating to misrepresenta- 
tions as to circulation, by proprietors of 
newspapers and periodi s, for the pur- 
pose of obtaining patronage. 

The leople of the State ef California, rep- 
resented in Senate and Assembly, do enact 
as follows: 

Section 1. A new section is hereby added 
to the Penal Code, to be known as section 
five hundred and thirty-eight, to read as ful- 
lows: 

Section 538. Every proprietor or publisher 
of any newspaper or periodical who shall will- 
fully and knowingly misrepresent the circula- 
tion of such paper or perindical, for the pur- 

of securing advertising or other patron- 

age, © shall be deemed guilty of a misdemeanor. 

tSec. 2. This Act shall take effect and be 

in “ immediately from and after its pas- 
sage 


—_—__—- eo 
MR. FARRELL WRITES MR. BISSELL. 


Tue Times-Union, 
8th Year. Every Evening Except Sunday.] 
OHN H, Farrevi, Editor and Proprietor. 
Acsany, N. Y., March 16, 1893. 


To Hon, William S,. Bissell, Postmaster- 
General, Washington, D.C. 


Dear Sir—The per s of 
the United States feel that a great injustice 
has prevailed in the Post-Office Department 
during the past few years with reference to 
excessive postage imposed on the weekly news- 
paper, Printers’ Ink, published at 10 Spruce 
street, New York City. 

It isa most useful and interesting publica- 
tion to newspaper publishers, in the a‘d it 
renders in suggestions to merchants in the 
preparation of their advertisements. It is an 
educator also, and works hand in hand with 
all the newspapers in the country in dissemi- 
nating prompt and correct information as to 
all new mechanical contrivances used in get- 
ting out their papers promptly for their mil- 
lions of readers, 

We desire to go on record as one of the 
thousand of newspaper publishers who believe 
that Printers’ INx is as justly entitled to ad- 
mission to the second-class mail matter as any 
of the thousands of trade publications that 
are enjoying that privilege. 

We respectfully urge that you give a prompt 
decision in this matter, feeling assured that it 
will be just to all concerned. 

Very respectfully yours, 

Joun H, Farrett, 
President 7imes-Union. 


hiteh 
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RIVALRY IN PHILADELPHIA, 


C. J. Herre & Son, ) 
Pianos, Organs and £olians, 
Deacmseta. March 8 1893. f 
Editor of Printers’ Ink : 
Does the similarity of the enclosed ads 
strike you as a ** cop’ he 
The ** Zolian’’ and the “‘ Symphony” are 
the only two pneumatic instruments on the 
market. The ‘‘Symphony”’ people have 
copied a dozen or more ads in this manner, 
s it a just or good ome? You 
C. J. Herre & Son, 


From Philadelphia Times, Oct. 4, 1892. 
TO HEAR PADEREWSKI 


or Rubinstein again would be a treat. 
You can hear them play their whole 
repertoire. All depends on your recol- 
lectionofit. You can regulate the sto 
of the AZOLIAN so as to make the 
pause the crescendo and the retard just 
as they made it, while the instrument 
executes the notes. 


C.J. HEPPE & SON, 


1117 Chestnut and 6th and Thompson. 


From Philadelphia Ledger, March 18, 1893. 
Did you hear 


PADEREWSKI? 


If not you can repeat his reper- 
toire on the 


SYMPHONY 


with all the poetic feeling and won- 
derful crescendo and diminuendo ef- 
fects that have made him famous. 
With this wonderful instrument 
no musical knowledge is required. 


NORTH & CO., 


1308 Chestnut Street. 








The Yale News has nineteen edi- 


tors, It can be said to the credit of the’staff, 
individually and collectively, that the paper 
certainly doesn’t look it.— Utica Observer. 


Classified Advertisements. 


Advertisements under this head, two lines or 
more, without display, 25 cents a line. 
Must be handed in one week in advance. 


WANTS. 


what the retail advertiser wants. 


BiSena is 
cr for sample. “‘ BRAINS,” Box 572, New 


A SEvanoN raed pea ed 


ers’ 
iF -— advertising in PRINTERS’ INK 
amount of $10 is entitled to receive 
the AA. for one year. 
ANTED— Position on 
Advertisement Solicitor. 
Virginia Avenue, Indianapolis. 


8x12 JOBBER, 40 # “® fonts jonte type, $90 cabinet, 
talks. “ “GARR.” 74 Frankfort Se, 


as Reporter and 
‘erences. “ W,” 


want it! 
Cleveland, Ohi 


Pidontiall a + orient a crisp 
an 
“Coun yy ee Oy thal Reasonable Cores ee for 
sample. T. HAMMOND. Newport, R. 


ab ee set acer 
and print; stories, Goparteeente, misoeliony 
for modern presses 
Nt P’T’G. CO.,15 Vandewater St., New York. 


UNI 
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Ex tcer CED, successful oon E ame 
os and 8 eroitor desires to 
— or pe: riodical Address 
Horie, ware care Raymond, 707 Rookery, C’go. 
ER—Thoroughly com one in = 
prgoreeanan, ugh! y vy otmap . 


reading, wan 
a and will assist in 1 other departments 
ff desired Address “‘ READER,” care Printe 


ANTED—Young man capable of making es- 
W dinates, and with g man capabl experience in 


RAT a Fa fa ang slay 
references ° 


WANTED Precio ical German Printer, with 

nn Che as ner in a well 1 established o 

estern a ot 14,000 inhabitan 

Splendid future. Adi “GERMAN PART: 
Rare’ care Printers’ ag 


66 Mas men of many minds” agree that 

ical advertisements are more satis- 
factory than expert ideas. I will write a sample 
for you on receipt of one dollar. WM. WARREN 
LYON, Highland Park, Conn. 


E WANT an experienced, modern-idead 
progress ve foreman with dina ip 810,008 

n company, ¢ 0 
Fond and other contracts aban and 
salary. Box 518, Savannah, _ 


EWort and pablhert blishers desiring to visit b~ 
World’s re, and to e nohenge, of 

ompinn, fe for the chance, dress oa WAR. 
FIE LD, Secretary of the World’s Fair \ Visitors’ 
Alliance, Box 401; Washington, D. C. 


y ANTED AT ONCE—Cash order letters from 
canvassers. Will take any ad oan ae 


ss Send os les ani eg for 
or co antity. "SURGES 
NOVELTY Y" station L, New York, N. Y. 


ANT ADVERTISEMENTS in PRINTERS’ INK 

under this head, four lines (twenty-five 
words) or less, will rted one time for one 
dollar. For additional — or —— in- 
sertions, the rate is 2% cents a cen line each iss 


'D—Youw 

mcy work. Must be 

quick at a Ad- 
re experience references and sala: 
FULLER'S ADVERTISIN 


once, oe 


GENTS onl to handle P. Kendrick’s 
Great Pile Exterminator, an entirely new 
Giepovers | ad the cure of Bleeding, aap om 
Itching Pi Cure quneens ‘estimo’ nial 
Se hlet oe on application. Sole proprietor, 
NDRICK, Trenton, N. J. 


W 7 ANTED—An advertising solicitor of =e 
tioned ability and integrity, to take 
of the Cage am ing department of an illustrated 
‘h-c ‘eekly, published on the World’s 
r Grounds in —— = Address at once. — 
ing fall particulars, “CHICAGO,” care of P 
WE purchase a. ood new: r of 
publican or inde; ende nt polit ogs a 
town or rot in the Mid r Western tes. 
Daily and Weekly Re Pa 
able to make a good business ‘sho and give 
care 


‘Address “A. B.,” 
Printers’ Ink. seat 


Altmanager (er “WANTED—As advertising 
manager (expert), yp otiher or Leg me po 
ndon 





publi xperience de ments of eto 
n 0! uit , 

booksel li ¥ - (writi and a —¥ 
* ed. mnoctens ent aeweneee, Graduate of Dublin 
ty mp een amend 


Gl OTN AGE? os f 
=. be! 
& Son’s severing Offices, 12 Paternoster 


London, Eng! oster Row, 


car lots or less, and shi 

gal also LY indy to my ms sh sub- 
aan many direct sales for you in 

te rritory. We have e every facilit Soe push- 

If_interested ress THE 

NGHAST CO GO. 18 and 127 franklin’ Ave., 


Scranton, 


urse-O) 
b- Witte for “ 


PRINTERS’ INK. 


ANTED—Printers_ to know that the “Slo- 
cum Automatic Perforator and Card Scor- 
Device” is a success. Perforate your checks 

and score Fad cards while you a 


SLocuM AUTOMATIC P rags in Sass 


ro, Michigan. 





> 


BILL POSTING & DISTRIBUTING. 





Twenty-five cents a line. 


paar CIRCULARS, 14-2 North- 
ern New York, Vermont, tern Massachu- 
setts. Careful. Correspond. R. “FEENEY, Balls- 
ton Spa, N. Y. 


OR @ urpose of iaveens announcements of 
Fez Greases of local bill posters and distrib- 
ae = sre words) or less will be inserted 
twice under this hi for one dollar, or 
three months for ¢6.50, or $26a year. Cash with 
the order. More space 25 cents a line each issue. 





ILLUSTRATORS AND ILLUSTRATIONS. 
Twenty-five cents a line, 


7 ILLUSTRATIONS for 


pers. Cat- 
iogue, 2c. AM. ILLUS. CO., 


ewark, N. J. 








ADVERTISING NOVELTIES. 
Twenty-five cents a line. 


BBs shows all the novel ways of retail ad- 
vertising. Send for sample. “BRAINS,” 
Box 572, New York 


CB4rON vomesas i oo advertising and 

/ premium purposes. le free. Send for 

rices i Riculare. Wilt M C. AYER, 325 
born +» Chicago, Tl. Til. 


M tec PHOTOGRAPHS-Strictly Samples 
grade—for advertising purposes. 
d parti iculars on application. THE JOHN 
BRI ‘ON CO., Trenton, N. J. 


LOCKS for advertising purposes, by the hun- 
C dred or thousand ; paper weeee clocks rr 
otvereorment on dial. Add: £ 

CLOCK , 49 Maiden den Lane, New York. 


‘OR the purpose “of inviti inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
his head once for 


0} or con- 
tinued insertions 25 ents s a line each > 








ADVERTISING AGENCIES. 


Twenty-five cents a line. 


|£ ‘ou wish to advertise an: onweere 
t ant time, write to the 
ADVER' SING CO., 10 — 8t., ty Now York. 


AD VERTISEMENT ¢ CONSTRUCTORS. 
Twenty five cents a line. 


TS all say BRAINS helps them to construct 

best advertisements. Send for sample. 

Le ~ A aaas you want. “BRAINS,” Box 572, 
ew Yor 


eer r= aged of the pudding is in the onting, » 
— 4 series of 4 ads for If 
‘ou_ don’t like them 1 


refund. CHARLES A. 
ATES, Indianapolis. 


Lay, you want folks to want what youy want ’em 
> ot you want eye-catching ” loaded 
ope persuasion. ion “fire ’em. 
aversion, Card.” JED SCARBORO, 
Box 63 Station W, Brooklyn. 








+ 
PREMIUMS. 
Twenty-five cents a line, 
OW to f i 
H Tyepare: ‘or’ A* at | Seewiee Bnemine- 


4 LF Institute. Ne "Te Ls & M Seated 
c = or! ention 
Printers’ ’ Ink. ” 














nt 








ADDRESSES AND ADDRESSING. 
Twenty-Jive cents a line. 
$1 00—800 WELL PAID smecuns. = 


CY, Box 179 Sacramento, Cal. Cal. 
1 4 4 FARMERS and 1999 and 1999 white teachers, all 
names and ad 


covering 
the entire State of Maryland, for sale—reason- 
able—by L. E. PRICE, Damascus, Md. 
3 1."tos 00 WILL buy 5,000 names and addresses, at 
Western and Southern 


rs. Printed. Ad- or 


village: 
Sn o THE E MESSENGER, Owensville, Ind. 


)ERSONS who have facilities for bi ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order. More space or 
continued insertions 25 cents a line each issue. 





MISCELLA NEOUS. 
Twenty-five cents a line. 


ya BIBBER’S 
Printers’ Rollers. 


L2*s*s INKS are the best. New York. 
| yany fae cure indigestion. One 
es rel 


pears for retail advertisers. They say 
best t yet. Send for &. BN 
“ BRAINS,” Box 572, New York. 


VAs a a Avoid licking stamps and 

envelo) hen you can have DAWSON’S 

peer ARSED ay: STENER. Free circulars. 
, Conn. 


pec yom M. Plummer & Co., 161 
William St., N. Y., sell every kind of paper 
used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


Hes APPLIANCES. Gousend Railways. 

been in thia biz 15 years. Have sold 
more than 8,000 elevators an = yetters s 
have done work for all the leading paper 
offices ; have just put the lifts inet BT new 
corder office, “If you = 7 MAT? n my line 

write to or come and see J NARD, 114 

Liberty St., New York. 


Tr new “HANDY BINDER” for PRINTERS’ 
INK is an admirable device for the preserva- 
tn of your copies of PRINTERS’ I and is 
neat > serviceable. We will send it, 
, on receipt of 60c., the cost of the ‘ “Bin er.” 
Address PRINTERS’ INK, 10 Spruce St., N. Y. 


Wwe heoty Byes! that Geo. P. “taal of 
49th St., is the only person now 
doing ANY under the name of George P. 


Rowell & Co. 
Dated, Mach ¥, 1893. 
GEO. P. ROWELL, ) Former members 
Sacar e MOSES, of Geo. P. 
CHAS. N. KENT, ') Rowell & Co. 


CITY AND CouNTY OF NEw YORK, 88. : 

On _this17th day of March, eo before me 
sonally came tng P. Rowell , Charles N. 
and Oscar G. Moses, to me known and Enown, S 
me to be the individuals described in and who 
executed the foregoing instrument and eg 
acknowledged to me that they executed the 
same, 


Pamir CARPENTER, Notary Public, 
N. Y. Co. 


- 


SUPPLIES. 
Twenty-five cents a line. 


AN BIBBER’S 
Printers’ Rollers. 


L»**** INKS are the best. New York. 








66 PEERLESS” CARBON BLACK. 
For fine Inks—unequalled—Pittsburg 


r e—* ye a is is printed ted with ink NIN INK 


co., ond, 4 eure 8t., New York. Special prices Additional 
to cash buyers. a 
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APER DEALERS—M. Plummer & Co., 161 
William 8t., N. Y., sell every kind of paper 
used by printers and publishers at lowest prices. 

Full line quality of Printers’ Ink. 


HOTO-ENGRAVING— Halt tone work, 25c. per 
uare in ess than it 


pusin 7 nd 10c my ie spe oA tne 
i ness se ‘or en ; amoun 
be deducted from bill. 
KEYS 5 Beekman St., Nev 8t., New ow York. 


your Job or toyk = this 

next week. Kee; 
us for prices. 

oan = > —< int fo aa i. 

n rtan point ‘or ** one v- 

crs ” * Eve cin Re, — ek @ 
HAM CO., No. % Puliteer | ding N.Y Clty. 





FOR SALE, 
Twenty-five cents a line. 


AZETTE ADVER’T Partie Bolter 
Testimonials. GAZETTE Bedford, Pe 


OB ourace, am) so aaaertel ‘oot presses ; 
JS ed; $900 cash. BATE BARGAIN, Pere Ink 


H’™ sabe ILLUSTRATIONS for papers. Cat- 
alogue, 2c, AM. ILLUS. CO., Newark, N. J. 


Piper D SALE—A copy py of the American Newspa- 
ings pal ‘or 1892, Price five dollars. 
paid. Address GEO. P. ROWELL 

& senf ers, 10 10 Spruce | St., New York. 


OR tng cylinder, ¢ = Vertical, 5 
horse power, new. a2 vertical 
boiler ; "> 5 wer. ®, > 
cash only. ¢181. WM. C. CODD. Bal Balti " = 
{OR OALe Cumae- 150 pounds 
pemnds pareil. Farmer Vitae m —— "put 
slightl worn, address NORWICH PHARMAL 
— N.Y., or 140 ‘villians 8t., 
New York Ci 


N mene OPPORTUNITY—A paper, 20 
years esta! ed, circulation, : pe 
ee office, is for sale. Price low, terms li 
juired if security is satisfactory. Ad- 
dress J. F. EDWARDS, care Printers’ Ink. 


LINES of SPACE inthe AMERICAN 
FARMER AND FARM NEWS, Sp: 
field, O., 165,000 circulation, will be sold cheap 
advertisers not regular yoy ot the ae 
How man lines can you use! 

NEELY. M uncie, Ind. 


N energetic, inventive and Deer eite 

A entleman with $10,000 to $25, and with 
an 
ie in one De the best advertising mcies in 
this country. Has exclusive cy b 
rendering profits ; 
— —< agency Present own. 
a partner to tuke full qharge « ste 4 

and “financial de ments. Highest 
en an . Address PAUL.” e Ss. 

bune Building, New York City. 

ensinnatstidicindul iatieminiaiaetn 


ADVERTISING MEDIA. 
Twenty-five cents a line, 


$1.50 TeRPRIse Brockton Mase. Cire. 77000 
Dpeverrbod Na ogg ned MEDIUM. Geaches 
av wininl wate Rvedged tx vestment. THE 


Couuacs, Central, South Southern, and Southeast- 
Ohio offer a rich field for advertisers. 

THE OHIO STATE JO URNAL—I 

uni eekly, 

held Ani leading advertisers use it 


\LASSIFIED ADVERTISEMENTS in PRovrers’ 

/ Ink in with a two-line letter, but have no 
other di . Under headings of Advertisi 
Media, Supp! es Miscellaneous and 








serted 0; r two lines (12 words or ee twice 

for one dollar if the cash aneom: —p the order. 
i space or insertions charged 2% cents 
e each issue. 
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No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 





Issued every Wednesday. Subscription Price: 
Two Dollars a year, Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, MARCH 29, 1893. 








THERE seems to be no reason why 
the bill just passed by the California 
Legislature (and printed in full on an- 
other page) will not prove a most ex- 
cellent thing for both advertisers and 
publishers. If, in actual operation, 
the law proves practicable, it will act 
asa decided check upon the devious 
ways of the ‘* Circulation Liar.” Any 
advertiser who has reason to doubt the 
circulation of a paper in which he has 
bought space will now be able to bring 
the publisher into court and make him 
produce proofs as to the truth of his 
statements. Only dishonest publish- 
ers, who (we are disposed to believe) 
are very much in the minority, will 
have occasion to fear the effect of this 
law. It is a curious fact that, in work- 
ing for the passage of the bill, the San 
Francisco Examiner has met with con- 
siderable opposition from the press of 
the State, and only succeeded at last by 
refraining from any open discussion of 
the measure. Three years ago such 
pressure was brought to bear upon the 
Legislature that the Zxaminer’s bill, as 
it had come to be known, was not 
passed. This year, as it appears from 
the following account in the New York 
Times, the opposition came too late: 

At Sacramento, however, the Zraminer’s 
correspondents were secretly at work, and be- 
fore the bill had attracted any general atten- 
tion they had passed it through both houses, 
and had secured a promise from the Governor 
that he would sign it. No time was lost in 
obtaining a fulfillment of the promise, and on 
the ~—— bill was signed came a request 
from ti proprietors of two San Francisco 
dailies that the signature be withheld until 
they could present their arguments against 
the bill, But they were one day behind time, 

The Examiner had won its point. Ever 
since it has paraded the bill at the head of its 
first page, and it is generally understood that 
it is prepared tomake an aggressive fight on 
its provisions. If it should, there may ensue 
one of those old-time newspaper wars which 
left a trail of bitterness and trouble over the 
earlier years of San Francisco journalism, It 
is generally reported that, just as soon as one 
of its contemporaries makes a statement of 
circulation believed to be false, the Zxam- 
iner will cause the arrest of the offending pro- 
prietor and make him acknowledge his guilt 


PRINTERS’ INK, 


or bring his books into court, so that every- 
body will know just how many papers 
sell circulates, 

Although some of the older men in 
the business have been disposed to look 
upon the enactment of such a law as 
impracticable, it seems more than prob- 
able that this bill will meet the purpose 
intended. If so, the publishers of 
other States will doubtless be quick to 
secure the distinction that will come 
from securing similar laws in their own 
territory. 





A CUTE trick adopted by some ad- 
vertisers is to inform the newspaper 
canvasser that orders are only placed 
by direct contract in papers that will 
allow the agent’s commission, and that 
with those which do not think an ad- 
vertiser’s money as good as an agent’s, 
business is done through an advertising 
agency that will divide the commission. 
The newspaper man from the wild and 
wooly West and elsewhere is on to 
schemes of this sort and often promptly 
allows the commission and a further 
fair concession for cash (because he is 
a little short at the moment being so 
far away from home), and leaves the 
advertiser well satisfied with his bar- 
gain while he buttons up in his pocket 
a check for twice as much as any of the 
better class of agents would ever think 
of naming as an outside gross price for 
the service he has contracted to give. 

THERE is at least one advertising 
manager in New York who never talks 
prices with any solicitor that may call 
upon him. He examines the paper 
carefully, listens to all that is said in 
favor of it, and finally announces that 
he will consider the matter, and if he 
decides to use the medium will forward 
an order to the home office at a figure 
that he considers the service worth to 
him. But prices he absolutely declines 
to discuss. And this man has the rep- 
utation of getting very low rates in- 
deed. 





THAT all trades are rapidly realizing 
the value of advertising is evidenced 
by the fact that the publishers of many 
of the trade papers have added adver- 
vertising departments to their publica- 
tions, 





THE California Fig Syrup Company 
announces that it will spend half a 
million dollars in advertising in 1893. 
This entitles it to rank as one of the 
largest American advertisers, 





as 





i 











as 








AccorDING to the new California 
law making misrepresentation of circu- 
lation a misdemeanor it will be ob- 
served that a publisher is not obliged 
to make any statement of his circula- 
tion, but if he does he mustn’t lie 
about it! 





W. ATLEE BuRPEE & Co., seeds- 
men, of Philadelphia, who sometimes 
advertise in PRINTERS’ INK, claim to 
receive the largest mail of any busi- 
ness firm in the country. The first, 
or morning, delivery frequently 
mounts up to 5,000 pieces, including 
many registered letters. 


ONE use that advertisers make of ad- 
vertising agents is to refer importunate 
solicitors to them when they have no 
wish to use the particular medium rep- 
resented. The advertiser heaves a sigh 
of relief as he calmly thinks of what he 
has been spared and how easy the re- 
lief was obtained. The agent receives 
the solicitor’s bid, agrees to consult his 
principal about the order, and there the 
matter ends, Often an advertiser has 
been known to refer all solicitors to an 
agency with whom he not only never 
did business but never will. 





THE advertising experience of Scotch /*”s¢ for PRINTERS’ 


Oats Essence, which had a sudden 
boom and almost as suddenly dropped 
out of sight, has been a by-word among 
advertising men. The business was 
placed through the agency of John F, 
Phillips. Ina recent publication Mr, 
Phillips makes the following statement 
in regard to the ill-fated concern : 


A few years ago we claim to have done the 
best work ever put out on a proprietary article ; 
we refer to Scotch Oats Essence. Its un- 
timely demise was no fault of the advertising 
done on it, Its success from the start was 
——. phenomenal, and can be duplicated 

ay. Give a dog or a woman a bad name, 
right or wrong, and all the galvanic and elec- 
trical batteries on earth can’t undo the in uy 
One good thing about the ill-fated S, rs 
was that the leading pape: received over one 
hundred thousand dollars in cash before it 
succumbed, 





THE old style screech-ad would an- 
swer in the days when advertising was 
in its boyhood’s happy hour ; but to- 
day the public will not jump at every 
announcement which loudly declares : 
‘* These are the goods to buy ; this is 
the place to buy them!” As if saying 
so made it so. The public is tired of 
that—the intelligent public is.— Wo/- 
ston Dixey in the Quick-Winding 
Waterbury, 
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TECHNICAL BUT IMPORTANT. 


We are informed by a friendly ad- 
viser that the offer to include a year’s 
subscription to PRINTERS’ INK (price 
$2) with every subscription for the 
American Newspaper Directory (price 
$5) is probably irregular from the post- 
office standpoint ; but that there could 
not be any objection to selling a copy 
of the Directory for $3 to a subscriber 
who sends $2 for PRINTERS’ INK. We 
are, therefore, prepared to entertain 
proposals from persons who wish to 
subscribe for PRINTERS’ INK and also 
to obtain the Directory ; but feel like 
fighting shy of those who wish the 
Directory and also a subscription to 
PRINTERS’ INK. 


WasuincTon City, 
1416 F Street, March 22, 1893. 
Gentlemen: 

It is no doubt true, as you say, that I have 
had some experience in post-office matters, 
but that does not enable me to advise you in 
the case referred to in yours of the 18th. I 
shall be perfectly willing, however—indeed, I 
shall be glad—to subscribe for your new Di- 
rectory at $3, and for PrinTers’ Ink at $2. 

Yours most truly, 
MARsHALL Cuswtnc. 

Mr. Cush’ng has not quite gotten 
hold of the idea. He is to subscribe 
INK, price two 
dollars, and then, that is afterwards, 
buy the Directory for three dollars. 
Both orders may be in one letter and 
on one page. Any one would sup- 
pose that after being Mr. Wana- 
maker’s private secretary for four 
years Mr. Cushing would be able to 
see that the forms required by P. O. 
regulations should be complied with. 
They are of prime a An- 
other form is important, i. e., $5 
should be inclosed. 


Tue CusuinG SynpicaTEs, t 





Advertising Novelties. 


Manufacturers and users of advertising novel- 
ties are invited to send specimens for review 
under this head. 


From the Eastman Co., Rochester, 
N. Y.: A lith ph of the ‘* Kodak Girl” 
neatly framed, The picture bears no adver- 
tising matter beyond thetitle. 


From the New York World: A 
two-inch screw attached to 3 shipping tag 
bearing this inscription: ‘*There was a 
screw loose somewhere, This is it. It was 
an advertising screw and let the appropriation 
out in the wrong direction,” 


From the New York Recorder: A 
** Jack in the Box” with the label on the 
cover: ** Kindly allow the Recorder to spring 
this on you.’’ Inside is a similar label with 
the query: “Are you prepared for spring ? 
If so, advertise.’ 
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HOW WE MADE A SUCCESS IN 
ADVERTISING. 


By Samuel Brill, 
(Of Brill Bros., New York.) 

Five years ago the firm of Brill 
Bros., consisting of Morris and Samuel 
Brill, was organized for the purpose of 
selling men’s furnishing goods at 47 
Cortlandt street, New York city, with 
a capital of $300 and lots of pluck. 
From the very first I was a firm be- 
liever in printers’ ink, and used it as 
well as our small capital would permit. 
We issued circulars, blotters and used 
postal cards calling attention to spe- 
cialties in our business, Our firm 
grew, and to-day we are one of the 
largest retail men’s furnishing goods 
dealers in New York city, having two 
stores and employing thirty salesmen. 
Max D. Brill was admitted to the firm 
in 1891. 

One year ago we opened a shoe and 
hat department in connection with our 
down-town store. I pinned a great deal 
of faith in the success of the hat depart- 
ment, claiming that it would be easier 
to wean a man from his hatter than his 
shoer, but I was doomed to disappoint- 
ment. I found my shoe department 
was paying me better than the hats. 
I then advertised the new departments 
in a small way, without any material 
boom in the hat department. Then I 
started to advertise the hats in the daily 
newspapers, selecting five of the best 
New York dailies and taking a three 
inch space. Apropos of this, I will 
state that if I had a business ten times 
as large I would never advertise my 
wares in any one paper in a larger 
space than four inches, Above that I 
claim the money is literally thrown 
away. 

When I started to advertise hats I 
did so with my plan outlined, that I 
would persist in advertising hats, until 
I could trace the increase of sales. I 
had not long to wait. Almost the first 
week inquiries were made for the spe- 
cial article I had advertised, and after 
two months’ steady advertising in news- 
papers I find to-day that my hat de- 
partment sales far exceed those of the 
shoes. I will give an example: the 
first month that I advertised hats I 
spent two thousand dollars. I found 
that the profits on the increased sales 
of hats for that month were but two 
hundred dollars, but I claimed that 
this amount showed excellent returns 
for the outlay of two thousand dollars. 


One must have a stout heart when he 
enters the advertising arena. Returns 
will come later if you keep everlastingly 
at it. In the spring we will take hold 
of our shoe department in the same 
manner, and boom up that department. 
I have every confidence that receipts 
can be increased by judicious advertis- 
ing. 

To a novice in the advertising field, 
for whom really this article is written 
and not for the benefit of experts, I 
would state that you ought to, before 
doing any extensive advertising, fit 
yourself perfectly for the battle, by 
supplying yourself with the necessary 
requisites and educational matter, such 
as your trade journals, to which I sub- 
scribe to no less than ten, which include 
such books as PRINTERS’ INK, Art in 
Advertising, the various boot and shoe 
weeklies and monthlies, the Hader- 
dasher, Clothier and Furnisher, Hatter 
and Furrier, etc. 

Window advertising should be a 
leading feature with the small dealer 
even in the shoe business. Leading 
events of the day should be utilized in 
the way of window cards. 

I have made it a point in advertising 
goods that I have reduced the price on, 
never to advertise the article at one 
price, and state worth so much. For 
instance, a shoe ad before me now 
states that a calf skin cork soled shoe 
worth $5, reduced to $2.75. It would 
be better to advertise and state, we 
have a calf skin shoe, cork soled at 
$2.75; ‘‘ nuff ced,” than to say worth 
so much, Let your customer be the 
judge of the value. If you say they 
are worth $5, he expects $5 worth of 
wear, which if the shoe fails to give, 
you have lost a customer, his friends 
and his good will. 

Never exaggerate, never lie; make 
clear statements in anything you adver- 
tise. Keep your windows lit up at 
night. It advertises you while you sleep 
and are resting your weary brain. We 
are at present advertising in the elevated 
railroads of New York city, every sign 
in each of the cars being different. I 
give a few of them here : 

That man’s ne’er known to have the blues 
Who at Brill Bros.’ buys his shoes. 


Cortlandt street, Number 47. 
Sixth avenue, Number ar. 


This man toa lady has given his seat, 
Right willingly he stands; 
He wears Brill Bros,’ shoes w 

Brill’s gloves upon his hands. 
Cortlandt street, Number 47. 

Sixth avenue, Number a1z. 


n his feet, 


& 
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Shoes that for wear are hard to beat, 
Can be hadat Brill Bros,’ of Cortlandt street. 
Number 47. 


A man to fully enjoy the fine wintry weather, 
Should buy Brill Bros,’ shoes of waterproof 
leather, 
Cortlandt street, Number 47. 
Sixth avenue, Number 211. 


‘lhe man who sits beneath this sign, 
Has-reason to feel gay, 
‘hose shoes he has that look so fine 
Were bought at Brill’s ay 
Cortlandt street, Number 47. 
Sixth avenue, Number arr. 


Shakespeare says what’s in a name, 
Well much if ‘tis Brill Bros.’ 
Forthe man who buys and wears their shoes 
Will ne'er wear any others. 
Cortlandt street: Number 47. 
Sixth avenue, Number 211, 


Brill Bros, offer five dollars and fifty good 


cigars 
lf two of their signs you find alike in the 
elevated cars. 
Cortlandt street, Number 47. 
Sixth avenue, Number 211. 

Advertising, such as the elevated cars 
and sign boards, do not bring direct re- 
turns that possibly can be traced, such 
as the newspapers do. True, the news- 
papers cost four times as much, but 
there is often some satisfaction in trac- 
ing your ads. Theatre programmes, 
ball souvenirs and similar publications 
I never enter into. They do not pay. 
It is so much money lost; better put 
it into a newspaper. 

You should also, to be successful in 
business, be an easy loser ; that is, you 
should be willing to mark, at certain 
seasons of the year, your stock down 
to cost or less than cost, and then not 
be afraid to spend some money in news- 
paper advertising to announce the fact. 
You might figure this as a double loss, 
but it is not. Customers will pur- 
chase what you advertise, and will then 
know your store, recommend you to 
their friends, and trade with you dur. 
ing the year. 

In advertising in any form or writ- 
ing an ad remember the two cardinal 
points are: Your business and your 
firm name; both must always appear 
and appear large as possible. A shoe 
trade paper a few weeks ago took ex- 
ception in criticising one of our ads, 
claiming that we should have left out 
the word HATTERS when we advertise 
and show a cut of a hat, claiming that 
the hat signified we were hatters, I 
differ from this writer, and do so ‘be- 
cause I wish to impress that our firm 
name is BRILL Bros., and that we are 
HATTERS, and when a man wants a hat 
he will connect these two, and we will 
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t the benefit of proper advertising. 


ge 
One thing, just as essential as good 


advertising, is that when you get the 
customers in your store send them 
away satisfied; cheerfully exchange 
goods and as cheerfully refund the 
money on request. This will, ninety- 
nine cases out of one hundred, secure 
you many customers during the year, 
who will stick to you and pin their 
faith to you and your business.— Boot 
and Shoe Recorder. 








ADVERTISING BY LAWYERS. 


The legal profession takes similar 
but not quite such extreme views in 
regard to the propriety of advertising 
as the medical profession. In the case 
of the doctors the ‘‘code” distinctly 
discriminates against it, but lawyers 
may do as they see fit. The result is 
that not a few lawyers in good stand- 
ing advertise in one way or another. 

PRINTERS’ INK recently received an 
attractive four-page circular from Mr. 
Leroy B. Crane, an attorney at 237 
Broadway, New York. Under appro- 
priate headings were plain statements 
of the services which Mr: Crane is 
prepared to render clients. But the 
most interesting feature of the circular 
was a list of references, including such 
well-known names as the following : 
Chauncey M. Depew, Wm. R. Grace, 
Noah Davis, Cornelius N. Bliss, Joel 
B. Erhardt, F. B. Thurber, etc. 

Areporter called upon Mr. Crane 
for the purpose of getting his views on 
the question of legal advertising. 

** Yes,” he said in response to an in- 
quiry, ‘‘a great many lawyers adver- 
tise nowadays—not only in the country 
districts, but right here in New York. 
A man starting in business must have 
some way of getting clients. Some 
lawyers pay commissions to police 
court and hospital attendants or send a 
man to property holders along the line 
of a railroad and induce them to bring 
damage suits. 

“*To me, it seemed a better way to 
send out circulars. Accordingly, I 
have had 45,000 printed and circu- 
lated at considerable expense. I have 
always thought that a circular well 
gotten up and with a good list of refer- 
ences would bring good returns. I 
have already secured considerable busi- 
ness from this one. Why, a single 
good customer would reimburse me for 
the outlay. 

**I don’t use newspaper advertising 
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because I don’t believe it would pay in 
my peculiar position. In a newspaper 
advertisement I should not be able to 
use my list of references, and that is 
one of my strongest points. These 
are all leading men, and while each 
one has given me permission to refer 
to him, he might not like it if I used 
his name publicly. A circular isa sort 
of personal communication.” 

Mr. Crane is not a young man, and 
does not feel that he can sit down 
in his office and wait for business to 
come to him. He has been in politics 
for along time, having served in the 
New York Assembly, and having been 
a candidate for the Senate. 


in MR seis 
ON CHOOSING A CAPTION. 
By Top O’Collum. 


I am a great believer in the impor- 
tance of a good head-line for an adver- 
tisement. It is the one thing that 
gives character to the whole announce- 
ment. It is the head-line that, at a 
single glance, will interest or repel the 
reader. The devising of catchy and 
appropriate head-lines is an art that 
deserves to be studied more by our ad- 
vertisement writers. 

When I ran across an article on this 
subject, in a recent issue of the Dry 
Goods Economist, I was at once 
pleased and interested, the more so 
when I discovered that the writer had 
gone so far as to draw up a series of 
headings which he recommended for 
use in dry goods advertisements, Here 
they are: 

Invincible Offerings. 

Our Greatest Giving of Values. 

Simply Instances. 

Remarkable Showing and Selling. 

Shrewd Buyers are Quick. 

Power of Prices. 

The Money-Needing Manufacturer’s Stock, 

Now is Buying Time. 

Unexampled Sale. 

Inauguration of Popular Prices. 

Cloak and Dress Economy. 

Extra Session on Novelties, 

Be Generous to Yourself. 

Our Greatest Showing of Styles. 

As I perused these headings I was 
distinctly surprised. Can there be any- 
thing in these bombastic, trite phrases 
calculated to create trade? ‘* Invinci- 
ble offerings,” for example, has been 
worn so threadbare that I doubt if it 
any longer carries a meaning to the 
wearied reader of advertisements. 
Rather than use such antique headings 
I should prefer to begin with the 
simple name of the thing I had for 
sale. Yet, if an air of individuality is 


sought, it will not be difficult to find 
phrases appropriate. For example, a 
Western advertiser starts off in this 
wise : 


‘¢In Silk Attire.’’ 

Whenever our dmothers wanted to be 

“dressed” they invariably wore S7/k. Old- 
fashioned ; smelling of lavender ; but invested 
with impressive dignity, and lending an air of 
state to the most ordinary occasion. 
Silks are now once more very generally worn. 
Fashion's horoscope divined Silk for the com- 
ing season; and so, accepting the forecast, 
our Silks collection has been made a complete 
one, 

A few kinds and prices, etc. 

This sort of a catch-line, when it fits 
the subject in hand, is ten times more 
likely to catch the eye of the casual 
reader than the blatant clap-trap that 
no one takes seriously. 





GIFT ENTERPRISE JOURNALISM. 
From the Newark Fournal. 

What is going to be the end of the remarka- 
ble competition for the attainment of mere 
ephemeral “circulation” by many of the 
newspapers of the day? If this goes on at its 
present rate the time is not far distant whena 
great many of our d ¢ poraries 
will have abandoned all the old and legitimate 
features and purposes of a newspaper, and the 
question will not be which of them can best 
record current events, but which of them can 
offer the most attraction to the curiosity 
hunter or the seeker after some paltry prize. 

The gift enterprise feature in journalism is 
a confession that the newspaper employing 
this method to water its circulation cannot 
stand on its own merits. The logic of this is 
so obvious that the gift newspaper loses more 
in its permanent standing than it gains in tem- 
porary circulation by coupon cutting, 

Advertisers ask what benefit can accrue to 
them from copies of newspapers purchased in 
bulk for the sake of the coupons andthen sent 
to the junkman, Readers who are saluted 
every time they open a paper with announce- 
ments of votes for the most popular policeman 
or of alluring gifts of valuable articles turn 
from them in weariness and disgust, and sigh 
for the time when the fakir and cheap jack 
were not the controlling power in journalism. 


Although the more conservative pa- 
pers may not look with approval upon 
this style of journalism, there can be 
no doubt that there is a demand for it, 
and that the publishers who adopt it 
find it profitable. Persons who might 
otherwise never see a certain paper are 
attracted by its voting or guessing con- 
test, and buy a number of copies. At 
the same time, this is not the sort of 
circulation calculated to do the adver- 
tiser most good. He may well inquire 
whether a person who buys a paper 
solely for its voting contest ever 
glances at the advertisements. 








NATIONAL mediums are not publica- 
tions of local prominence.—W. C, 
Fowler, Fr. 
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The Advertising World. 


Readers are invited to send in news items for 
use in these columns. 


The Union Cycle Mfg. Co., of Bos- 
ton is sending on propositions to papers to ad- 
vertise its bicycles, The greed must pay 
two-thirds of the value of the wheel in cas. 
and the rest in advertising space, 


The Wrought Iron Range Co., of Sir 


St. Louis, has decided upon quite an exten- 
sive line of newspaper advertising for 1893. 
Mediums such as the Youth’s Companion, 
Ladies’ Home Journal, Harper's Weekly 
etc., will be used to start with, and liber: 
space will be taken in this class of publica- 
tions, Nelson Chesman & Co, will handle 
the business. 


The Smith-Dunkley Co., of Kala- 
mazoo, Mich., is putting out a display ad to 
run five weeks in various dailies. 

S. R. Niles, of Boston, is doing 
some advertising for the New England Mu- 
tual Life Insurance Co, Some 112 line ads 
have been going out, 

Bicycle companies are springing up 
all over the country, five new ones being re- 
ported last week. All these houses contem- 
plate more or less advertising. The old bi- 
cycle manufacturers were wise enough to 
advertise even though they had practically no 
opposition, and consequently Gave become 
firmly established. 


A. G. Spalding & Bros. are putting 
out some large bicycle advertisements, to be 
followed by sporting goods ads. The busi- 
ness is going through J. E, Sullivan, of the 
American Sports Pub. Co., 243 Broadway. 


The C. F. David Advertising 
Agency, of Boston, has charge of the adver- 
“<< the Neponset Water Proof Fabrics, 
the Shipman Engine Co., and the Curtis 
Regulator Co. This concern has also placed 
some large orders for Dr. Loring. 


I learn that Dodd’s 7 is plac- 
ing the business of the Warwick Cycle Co., 
Springfield, Mass. 

Buffalo Lithia Water advertising has 
been going out for some time from J. Walter 
Thompson's agency. 

John H. Woodbury is piecing full 
page ads in various Western Sunday papers. 


A. R. Elliott tells me he is putting 
out a large order for Burnham’s Clam Bouil- 
lon. I understand that dailies are to be used 
extensively, 


Mr. Scott, of Scott & Bowne, re- 
turned from Europe last week and is already 
immersed in advertising matters, 


The Adams & Sons Co., the Tutti 
Frutti manufacturers, will do no newspaper 
advertising until next fall. Their efforts are 
to be concentrated at the World’s Fair, and 
great things are hoped for. Mr. Cochrane, 
the advertising manager, will use trade 
papers, however, as usual. 


Many face washes are being put out 
in the West. Publishers who have run some 
of this advertising are not only living in hopes 
of remuneration therefrom, but are eyein 
propositions from similar concerns wit! 
marked distrust, 
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The Knapp Extract Co., 19 War- 
ren street, New York, has just given an order 
of considerable magnitude to Pettingill & Co., 
of Boston, for the advertising o p's 
Root Beer, New England, New York, New 
Jersey, Baltimore and Delaware will be cov- 
ered, as well as partof Ohio. Mr. Heuman, 
the secretary of the Knapp Co., tells me that 
the firm is a very strong one and composed of 
the stockholders of the Maltine Mfg. Co. and 
the Nash Whiton Co,, the latter concern 
manufacturing and advertising Worcester 

Herbert Booth King & Bro, are 
putting out Richardson & Boynton range 
advertising. 

Brackus & Heater Co., of Phila- 
delphia, are doing some stove advertising. 

G. A. SYKEs. 





DR. SCHIFFMANN’S IDEA. 


R. ScuirrMann, M.D., 
Sole Proprietor 
German AstHMaA CuRE, 
Lonpon, England, March 7, 1893. 
Editor of Printers’ Inx: 

You will confer a great favor upon a num- 
ber of advertisers af yon will kindly call the 
attention of publishers to the importance of 
marking “‘ads”’ in the copies which are sent 
to the advertisers. It will save lots of time 
and no small amount of vexation, When 
there are but few papers to check up it is all 
very well, but when the list includes a num- 
ber of metropolitan dailies it requires a great 
deal of time in looking for the “ad” when 
not marked—valuable time unnecessarily 
spent. When the “ad”’ is in display it is not 
so bad, but if a ‘“‘reader”’ of ten lines or less 
it is often provoking, saying nothing of the 
profanity a indulged in. 

ours truly, 
D. Scuirrman, M, D. 


SOMETHING NEW IN TOBACCO 
ADVERTISING, 





LORILLARD’S 


CLIMAX PLUG, | 


The Best Chewing Tobatcp in the World. ~ 


EGCCEEE 


——__or—— 


‘“‘ Truth is stranger than fiction”— 
a Sey isn’t the fault of Laura Jean Libby, 





' 
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THE ASSOCIATED PRESS. 


Lexincton, Va., March 17, 1893. 
—— of Printers’ Ink: 

‘ou kindly inform me if the Associated 
ron “y still in operation and what field it 
covers, or has it been absorbed by some other 
company? I have been out of the newspaper 
business for more than a year, and have just | 
now established a newspaper bureau here 
and willalso handle advertising, and I want 
to communicate wry the Associated Press if 
they are in the field 

. C. R. Humpnrigs, 

The United Press absorbed the As- 
sociated Press last December. There 
is a New York State Associated Press, 
composed of New York State papers, 
and a New England Associated Press, 
composed of New England papers, but 
both of these concerns get their service 
from the United Press. 
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THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - = - = (5,500. 
Advertisers find IT PAYS! 


WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, N. J. 



















Send for Estimate. bet 
‘City. 








RELIABLE DEALING. © CAREFUL SERVICE. 
7" LOW ESTIMATES. ~23 


35,000 LADIES 
WHO 


DO FANCY WORK 


Refer to THE MODERN PRISCILLA daily for 
instruction in Fancy Work and Painting, sugges- 
tions for House Decoration, new patterns for 
Knitting and Crochet, etc. 

Advertisers of first-class goods that ladies buy 
should give THE PRISCILLA a trial order. 








Circulation proven by postal receipts, etc. 
Advertising Rate, 25 cents per Agate line. 
Forms close the 20th of month preceding 
issue. 


Address, PRISCILLA PUB. CO., 
LYNN, MASS, 
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What the Doctors Say.|" 


Pneumonia never follows a cold if you disin- 
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Die Westliche Post 


(WESTLICHE POST ASSOCIATION, Publishers, St. Louls, Mo.) 


IS THE BEST 
ADVERTISING MEDIUM 


YAN VAA EA ANY AAV) x BECAUSE it has a Daily, Sunday and 
GPSS ONOOS) ° weeky Edition. 
BECAUSE it has the largest circulation 
of any German Daily tn the West. 


BECAUSE its circulation is larger than 
the combined circulation of all the St. 
e Louis German Dailies. 


BECAUSE its inside, outside—and, in 
fact, all of it—is prepared and made in 
its own capacious editorial rooms and 


POSSI PO printing office. 


cow, creneromve sccwe. 1 Y US AND BE CONVINCED. 
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ALLEN’S LISTS. 











Neither skill or experience is required of an adver- 
tiser in selecting the best monthly circulation of a million 
and upwards, and of standard quality, that will surely 
give returns that count, for our lists have a national 
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reputation as such, and he may with the fullest con- 
fidence give us his order. So say our patrons. 
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E. C. ALLEN & Co., Prop’s, AUGUSTA, ME. 
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Two GOOD a 
Things PRINTING. 


We Can Do. 


Where the customer knows what he wants, we can 
follow instructions exactly and furnish just the sort 
of display he directs. 











Where the customer prefers to leave the entire matter 
to us, we can get him up as original and attractive 
display as the copy is capable of. 





ADVERTISEMENTS, PRINTERS’ INK PRESS, 
CIRCULARS, 10 Spruce Street, 


PAMPHLETS. NEW YORK. 
W. JOHNSTON, Mgr. 
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Test Them. 


THE 
LOWEST 
PRICES 


- FOR NEW - 


PRINTING 
TYPES 


ever published in this 
country are those pub- 
lished by 

- BRUCE’S - 
New York Type Foundry, 


13 CHAMBERS ST., 
NEw YORK City. 
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MILLIENS 
_ > * 
DOLLAKS 


in the past 28 years have 
| been placed in our hands, without 
|restriction, for investment in ju- 
dicious advertising. 

Never once has this confidence 
been abused. The patronage of 
such advertisers—those with an 
established credit—is solicited. 
There is profit for both. 

Address, for any information 
desired regarding advertising, 


The Geo. P. Rowell Advertising Co., 
Newspaper and Magazine Advertising, 
10 Spruce STREET, - - NEw YORK. 











APRIL.1893._ 
; APR! 


P> M. N. 54, PRICE 25®.PER YEAR. 





Copyright, 1998, by the Gannett & Morse Concern, 





ani ---DON'T BE FOOLED. 


On behalf of the Twelve Hundred and Twenty-One Thousand families who 
rd Comfort as the best and most helpful paper in the world, we invite reliab! _ 
ages ge of onatang and everything needed by home-makers and comfort 
seeke We foaren yive ve to such advertisements the LARGEST CIRCU- 
pane tg eg eins 4) ERICA, - 


8 «4 responsible 


you put it in Comfort it pays.” This is a fact. 





nts, or of us direct. THE GANNETT & MOKSE comceas. 


ugusta, Me. ton Office, 228 Devonshire Street. New York Office, 


Buldine tears 1 Bright, Representative. 
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And so easily! With a smile the youthful 
Recorder passes up to the head of the news- 
paper class for proficiency in the one branch 
in which it had not already achieved pre- 
eminence---the publication of the people’s 
wants, 

There will be a good-humored “I told you 
so” grin upon the countenance of the school- 
master, the people, as he views this morning 
the record of the past week. With compla- 
cency The Recorder notes the consternation 
of its elderly rivals, respectable and other- 
wise, and again invites their attention to the 
fact that it is well to be young, to be vigorous, 
to be liberal, to be progressive, and to be the 
“Home Newspaper ofthe Greater New York.” 

Yesterday the highly esteemed and respect- 
able Herald published 1,155 of the people’s 
announcements; The Recorder published 
1,647. During the week 5,363 people showed 
their confidence in The Recorder by seeking 
situations through its columns; but 3,725 hon- 
ored the Herald in the same manner. Of 
“Board and Room” Adlets The Recorder 
published during the week 2,130; the Herald 
but 1,147, a difference in The Recorder’s 
favor of nearly 1,000. In the past seven days 
The Recorder rolled up a record of 2,181 
“Help Wanted” Adlets, while the Herald 
mustered but 1,711. 

After such a showing against the acknowl- | 
edged want medium of the past half century 
it seems almost unnecessary to say that for the 
week The Recorder led the World in “ Situa- 
tion Wants” by 1,435 Adlets, and in “Board 
and Room” announcements by 558 Adlets. 
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In addition to our Street Cars, com- 
prising the entire system of the North 
and West Chicago Street R. R. Co.’s> 
which carried in 1892 over 60,000,000 more 
passengers than any other system, we 
control the exclusive Eastern agency and 
general management of the Chicago, Mil- 
waukee & St. Paul suburban trains and 
the Chicago & Northern Pacific R. R. 
suburban trains, which run direct to the 
transportation building in the World’s Fair 
grounds. The cars are constructed similar 
to those of the Manhattan ‘‘L” roads in 
New York, and are fitted with racks 
similar to those regularly used by us. 
Size of cards—11x21 inches ; 100 Cars in 
both systems of steam roads. 


1400 Street Cars. 
CARLETON & KISSAM, 


87 & 89 Washington St., Chicago. 
50 Bromfield St., Boston. Times Building, New York. 
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Miscellanies, 





| we) 
TWISTED ADVERTISEMENTS. 
Assistant — Why, Mr. Cook, what’s the 
matter? You look worried, 
Mr. Cook — Great Scott, man! you have 
pat the living skeleton museum cut in the 
by-food advertisement.—/udge. 


The tourist has come across this 
clever verse advertising a patent hook and 
eye: 

° Twinkle, twinkle, little star, 
l’ve discovered what you are ; 
You’re a patent hook-and-eye 
In the night-robe of the sky. 
—Albany Journal. 


Woman’s Way.—‘‘I’ll never send 
a manuscript of another novel to a woman 
typewriter,” said de Ruyter. 

‘Why not?” 

“* The last time I tried it she copied the last 
chapter first.”’—Puck, 


A Dip into the Future.—‘‘ One 
thing more,” whispered the dying author. 

<o Fes, yes,’ murmured the attendant, 
soothingly. 

“When I was a young man ‘ The Millen- 
nium Magazine ’ accepted one of my articles.” 

“ Ves,’ 

“Tell my grandson that I die—hoping he 
may live—to see it—published.”—Chicago 
News Record. 


A Novice.—Mr. Peastraw: What 
are yeh readin’? 
r. Oatcake: Jim Riley’s poems. 
Mr. Peastraw: What do youthink of him? 
Mr. Oatcake: I think he’d be a mighty 
easy — to spell down at a spelling match, 
—Puck. 


Bacon—How do you find business ? 
Egbert—Advertise for it.— Yonkers States- 
man, 
UP TO DATE. 
I asked a well-known editor 
To accept my jokes. He did. 
One on the coming Crinoline 
And one on Kipling’s kid. 


But ere those jokes appeared in print, 
So long the editor tarried, 
The Crinoline had come and gone, 
The babe grown up and mai: ‘ 
—Puck, 
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SUBSCRIPTIONS PAYABLE IN PIGS. 
From the Alamo (Tenn.) Sentinel, March 3. 

We will give the Sentinel a whole year to 
anybody that will give usa little pig. 





A NOVEL JOURNALISTIC ENTERPRISE. 
From the Portsmouth (N. H.) Times. 
A summer paper to boom summer boarders 
is proposed at Jefferson, 





IT LEADS. 
From the Cincinnati Post. 
Printers’ Ink is the world’s leading paper, 
devoted exclusively to advertisers and the art 
of successful advertising. 
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LOTS OF FREE ADVERTISING. 
From the World's Columbian Exposition 
Illustrated. 

It is estimated by officials in the Depart- 
‘nent of Publicity and Promotion that were 
they compelled to pay even ordinary rates for 
the advertising matter pertaining to the Ex- 
position, published by the papers and 
other periodicals in the world, it would cost 
them more than to erect all the World's Fair 
i vildings. 


crraomtammenghipeiinemicemiamente 
THE POWER OF THE PRESS. 
From the Washington Post. 

Norman E, Mack’s paper was the first in 
the State to run the Cleveland and Stevenson 
flag to the head of its columns, and through- 
out the campaign Mr, Cleveland had no more 
pas supporter than the Buffalo 7imes. 
Some weeks ago Mr. Mack printed a page of 
interviews and a column editorial advocating 
the selection of Mr. Wilson S, Bissell for a 
place in Mr, Cleveland’s Cabinet, and the idea 
spread. 








oo 
“EXPERT” ADVERTISING IN PARIS. 
From the New York World. 

I heard a prominent merchant who makes 
frequent trips across the water make the 
assertion that for thirty years or more there 
has existed in Paris a bureau of advertisement 
writers. He stated that for that period of 
time this bureau has been well known and 
patronized by Parisians of all classes. This 
was news for me, and probably will be to the 
majority of Americans who possibly imagine 
- were first in the field with this new pro- 
ession. 


MR. BRYANT, OF BROOKLYN. 
From the New York Press. 
William Cullen Bryant, who, as publisher 
of the Brooklyn 77mes, has offered to print in 
colors and furnish gratis to the New York 
Press Club Committee all the three-shcet 
ters needed to properly bill the coming 
ress Club Fair in this city and Brooklyn, is 
known as one of the handsomest men inthe 
town across the East River. He is an en- 
thusiastic equestrian, who looks every inch a 
Bayard on horseback. He isa politician ina 
quiet, gentlemanly way, a clubman whom 
everybody likes, and a social favorite. Mr. 
Bryant is as familiar with poster printing as 
with newspaper publishing, having for years 
supplied many of the largest theatrical com- 
binations on the road. In addition to the 
above offer, which was unsolicited, but has 
been gratefully accepted, Mr. Bryant assures 
the Press Club that he will attend personally 
to billing the Fair in Brooklyn, 
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